PRIORITY ONE MEMORANDA (RJR Fax#-) 

DATE: January 26,1996 

TO: R.J.Reynolds Tobacco 

FROM: Mountain Candy Inc. 

RE: Philip Morris Exclusive Retailer) 

We have a Philip Morris Exclusive Retail store 
that would like to be Re-Presented with the 1996 
RJR RETAIL PARTNERS PROGRAM.Please 
contact the following location IMMEDIATELY: 

STORE NAME 

ADDRESS 

CITY 

PHONE 

CONTACT 


Attention RJR Division Mgr.: 

Please advise Stephen Altman of results 
Phone 914-434-4889 
Fax 914-434-0059 


stsatgaagiBiBtBia 


51860 7094 



Don’t Sell Yourself Short. 

Since 1985, aggressive display and promotion have DOUBLED C-stores’ cigarette volume - 
at the expense of other outlets that chose to reduce the category’s exposure. 

The fact is, almost TWO-THIRDS of all C-store cigarette customers DON’T BUY THE BEST SELLING BRAND. 


Why Force Your Customers 
To Look Elsewhere? 


Show Your Customers 
That They Come First 




• Overall Decline in the C-Store’s #1 Category 

• Competitive Disadvantage in the Marketplace 

• Loss of Customer Traffic 

• Limited Resources to Build Future Business 


Retailers - - 

“I’d like to see the manufacturers focus on how we can 
sell more cigarettes as opposed to mandating space 
and territory. This is a profitable category for us; and 
for that reason, we have chosen not to de-emphasize 
the category.” 

JohnAntioco 

Chairman of the Board/CEO/President 
CirdeK Corporation 


“ We don’t feel it’s reality to limit competition between 
manufacturers by turning the top category over to one 
manufacturer. ” 

Victor Jackson 
Executive Vice President 
LiT Champ Food Stores, Inc 


• Customer Satisfaction 

■ Traffic Building Promotional Activity 

• Maximum Display Allowances 

■ Aggressive Displays, Promotions and Pricing 
to Build Volume 


- Speak Out! 

“In the c-store business, the tobacco category is the 
backbone of our business. Therefore, we look to work 
with all leading manufacturers to manage the category.” 

Bill Llewellyn 
Director of Marketing 
Uni-Marts Inc 


“I think any time you put yourself in an exdusive 
agreement with a manufacturer, you risk being at 
a competitive disadvantage because naturally the 
supplier will be less willing to spend promotional 
dollars if you bought into an exdusive agreement ” 

Hal Adams 

Sr. Manager of Marketing 
National Convenience Stores Inc 


Contact your RJR Representative. And maximize your category profits. 






51860 7095 




